Today, customer return issue in e-purchase process is considered as important topic in companies' marketing and managerial decision making. In this paper, we present an empirical study on measuring the impact of e-loyalty for an Iranian auto-industry called Pars Khodro co. The proposed study measures reliability, responsiveness, design, security/privacy as independent variables, e-confidence and e-satisfaction as mediator variable, and e-loyalty as dependent variable. The preliminary results show that effectiveness of e-satisfaction and econfidence on loyalty and effectiveness of e-confidence on e-satisfaction are in high level. Reliability/Fulfillment and security variables on e-confidence have significant impacts, and effectiveness level of reliability/Fulfillment and responsiveness and website design on esatisfaction is high. The results indicate that there is no significant relationship between responsiveness and e-confidence.
Introduction
During the past few years, information technology (IT) has played essential role on reaching marketing objectives and internet has become the most effective tool for communication (Chaffey et al., 2000) . To find good niche in existing competitive marketing and maintaining the market, businesses need to use different techniques for customer retention. There are two ways to create a competitive advantage, which are to present cheap products and services and maintain customer loyalty (Porter, 1980) . E-loyal customer normally increases profitability through long-term commitment and decreases the cost of absorbing new customers (Reichheld et al., 2000, 495) . E-loyal customers are not looking for the lowest prices, but they are looking for more valuables prices. They attempt to flow new customer to shop, and hereby, provide potential rich resources of profit. In addition, e-loyal customers purchase more than new customers do, and they can receive services through lower functional costs (van Riel et al., 2001) . Therefore, even if the cost of creating loyalty is more than the cost of physical shops, providing relationship and benefit growth is more important (Reichheld & Schefter, 2000) . In creating e-loyalty, several factor such as e-satisfaction (Anderson & Srinivasan, 2003 ) and e-confidence (Reichheld & Schefter, 2000) play essential roles. On the other hand, academics scholars (Slater, 1997; Woodruff, 1983) , and consultants (Gale, 1994; Laitmaki & Kordupleski, 1997) suggested that companies should direct their strategy for customer's retention towards value creation. What brings about to customer return, is loyalty sense raised from better service represent by a company than its rivals (Hoffman et al., 1998) ; because, it is important to identify and to determine effectiveness level of these factors to enhance efficiency of internet sales to reach the desirable objectives. The primary objective of this paper is to identify and to analyze effective factors on customer's loyalty and satisfaction of internet purchase in Pars Khodro, and to represent options for improvement.
Duo to fast growth of e-commerce, companies try to create competitive advantages used of e-trade in their transactions with customers. Customers' returns play critical roles in companies' success, because loyal customers purchase more than others do. They also have more motivation for looking for information, stronger against advertising, and possibly a product advertising by them is more (Dick & Basu, 1994; Rust et al., 1995, 200) . Service providing cost is less for such customers (Ganesh et al., 2000; Hwang et al., 2004) because replacing new customer with existing cost more (Bhattacharya, 1998; Colgate & Danaher, 2000, 379) but the problem is whether these customers satisfy from company's service and how we can improve their satisfaction.
Nevertheless, Pars Khodro's planning of internet sales from 5 to 10 percent of total sales has not been achieved during the past few years and this paper attempts to identify and to analyze the main influenced factors on loyalty, satisfaction, and as a result, customer return to purchase.
Regard to mention-above introduction, research questions are to determine effective factors influencing on e-loyalty on internet-purchase and how they can improve relationships between effective variants on e-loyalty. The primary goal of this survey is to increase return rate, loyalty, confidence, and customer satisfaction and as a result.
Literature review

E-loyalty
Loyalty is to cover all customers' needs and to continue the level of coverage (Hill & Alexander, 2000) . Loyalty can be also described as a kind of purchase repeat behavior, which reflexes intelligent decision making for purchase continuity of a brand (Bloemer & Ruyter, 1998) . Customer loyalty is the most excellent level of customer satisfaction (Hill, & Alexander, 2000) . Customer satisfaction and service quality have been defined by marketing researchers in different ways (Yazdanpanah & Gazor, 2012) , in detecting success factors of electronic customer relationship management (ECRM) system. According to Yazdanpanah and Gazor (2012) , the ECRM can increase customer satisfaction and improve services. Therefore, many organizations extremely consider service quality to obtain their customers' satisfaction and loyalty . Totally, e-loyalty is a customer's positive and desired view to an e-business, which leads to repurchase behavior (Kim et al., 2009 ).
E-confidence
Confidence is a multidimensional social concept, which depends on environmental and composes of behavioral intents (Gefen & Straub, 2004) . Confidence is a control mechanism, which enables employees for useful contribution together with new organizational structures (Mire et al., 1995) . Trust is a critical antecedent of building relationships between buyer and seller (Sirdeshmukh et al., 2002; Verhoef et al., 2002) . In e-purchases, people who are more confident more likely to do internet purchase and as a result, their loyalty increase (Reichheld & Schefter, 2000) . In addition, econfidence has a direct and positive impact on e-loyalty (Sirdeshmukh et al., 2002; Verhoef et al., 2002) . Based on these discussions, we build the following hypothesis,
H1: e-confidence has a positive impact on e-loyalty in Pars Khodro CO.
H2: e-confidence has a positive impact on e-satisfaction in Pars Khodro CO.
E-satisfaction
E-satisfaction is defined as a collective factor, which is based on sum of satisfaction on purchase and experience of product or service (Anderson, 1995) . E-satisfaction is a level of customer satisfaction from website design, web information or content, convenience of purchase, and security of purchase (Oliver, 1989 ). E-satisfaction has been defined as the perception of pleasurable fulfillment in the customers' transaction experiences through a commercial e-enterprise (Taylor, 1995). E-satisfaction is level of customer satisfaction from support for delivering and sending of product and service orders (Lee, 2001, 75) . In summary we have the following hypothesis to investigate, H3: e-satisfaction has a positive impact on e-loyalty in Pars Khodro CO.
Reliability/ Fulfillment
Fulfillment/reliability is explained as the delivery of the right product within the time frame promised with accurate product information displayed on the website so that customers receive what they expect to receive (Wolfinbarger & Gilly, 2003) . Therefore, we build the following hypothesis, 
Website design
Website design means the type of components must represent in explorer page and what attributions. In addition, it can be considered as design, develop, and maintain technical architecture of web-based functional programs (Brinck & Gergle, 1998) .
H6
: website design has a positive impact on e-satisfaction in Pars Khodro CO.
Responsiveness
Responsiveness in our study is described as responsive, helpful, and willing service that responds to customer inquiries quickly (Wolfinbarger & Gilly, 2003) .
H7: responsiveness has a positive impact on e-satisfaction in Pars Khodro CO.
H8: responsiveness has a positive impact on e-confidence in Pars Khodro CO.
Security/privacy
Security/privacy includes security of credit card payments and privacy of shared information (Wolfinbarger & Gilly, 2003) . Initial research on e-commerce indicates that risk related to loss of consumers' privacy and security of personal information is an important barrier to consumers' Internet adoption and use (Hui et al., 2007) .
H9: Security/privacy has a positive impact on e-confidence in Pars Khodro CO.
In previous years, there have been many studies performed on customer's loyalty. However, e-loyalty and framework for achieving it have not been considered, widely. In this paper, to create such framework, widespread study is performed in available and related resources. Table 1 demonstrates these major resources. Fig. 1 The proposed model of this paper uses the following framework to examine different hypotheses. The primary objective is to find the important factors influencing on e-loyalty and how we can improve the e-business through increasing e-loyalty.
Methodology
Research population is series of customers that purchase pars Khodro's products in Tehran in 2011.
Because population is unlimited, we have used the following sampling technique, 
The most important method for data gathering was to study related references and to distribute questionnaire in population. We have designed a questionnaire consists of seven categories including e-loyalty, e-satisfaction, e-confidence, website design, security/privacy, responsiveness and reliability/fulfillment. Cronbach alpha was calculated for all these items and they are well above the minimum desired level of 0.7 and Table 2 summarizes the results. 
Results
As shown in Table 3 , more than 80 percent of visitors were male. Other demographic data of population are shown in Table 3 . Table 4 shows the quality of seven variables of the questions in terms of either suitable or unsuitable. To make sure about the accuracy of measurement models of dependent and independent variables we have also used confirmatory factor analysis. Fig. 2 shows the results of our analysis for different independent factors including web design (WEB1-WEB4), security (SEC1-SEC3), accountability (ACC1-ACC3) and fulfillment (FU1-FU2).
Confirmatory factor analysis of research independent variables
As we can observe from the results, Chi-Square maintains a relatively high value and P-value is equal to 0.0000, which means there are meaning relationship between different components of independent variables. Fig. 3 shows the results of our analysis for different dependent factors including satisfaction (SAT1-SAT9), trust (TRU1-TRU8) and e-loyalty (ELOY1-ELOY13). As we can observe from the results, Chi-Square maintains a relatively high value and P-value is equal to 0.055. It seems the relationships are meaningful when the level of significance is set to 10%.
Fig. 2. The relationship between independent variables
Confirmatory factor analysis of research dependent variables
Fig. 3. The relationship between of dependent values
Test of research main hypotheses by path analysis
The following structural model demonstrates relationships between independent variables such as fulfillment, website design, responsiveness, and between security and loyalty as well as between satisfaction and e-loyalty. Structural model demonstrates that there is a positive and significant relationship between all of variables except for responsiveness and e-confidence. In addition, to test research hypotheses with use of structural equation, results show suitability of model goodness. Based on the observed data, it seems that there is a high-level conformity with conceptual model. GFI, AGFI, and NFI are 0.91, 0.9, and 0.92, respectively, which show relatively high goodness of fit of model. Table 5 shows details of our testing different hypotheses.
Table 5
Results of hypotheses test Hypotheses Test result H1: e-confidence has a positive impact on e-loyalty in Pars Khodro CO. Accepted H2: e-confidence has a positive impact on e-satisfaction in Pars Khodro CO. Accepted H3: e-satisfaction has a positive impact on e-loyalty in Pars Khodro CO. Accepted H4: Reliability/ Fulfillment has a positive impact on e-loyalty in Pars Khodro CO. Accepted H5: Reliability/ Fulfillment has a positive impact on e-satisfaction in Pars Khodro CO. Accepted H6: website design has a positive impact on e-satisfaction in Pars Khodro CO. Accepted H7: responsiveness has a positive impact on e-satisfaction in Pars Khodro CO. Accepted H8: responsiveness has a positive impact on e-confidence in Pars Khodro CO. Rejected H9: Security/privacy has a positive impact on e-confidence in Pars Khodro CO. Accepted
As we can observe from the results of Table 5 , expect one case, which is associated with the relationship between responsiveness and e-confidence, all other eight hypotheses have been confirmed. Therefore, we can conclude that e-confidence has a positive impact on e-loyalty and esatisfaction, e-satisfaction positively impacts on e-loyalty, reliability maintains positive impact on eloyalty and e-satisfaction. Website design and responsiveness both have positive impact on esatisfaction, security and privacy positively influence on e-confidence but there was no meaningful relationship between responsiveness and e-confidence at all.
Conclusion
In this paper, we have presented an empirical study to measure the effects of seven factors on ebusiness in one of well-known auto makers in Iran. The results of our study have indicated that econfidence plays an important role on e-loyalty and e-satisfaction while e-satisfaction itself could impact positively on e-loyalty. In addition, reliability influenced positively on e-loyalty and esatisfaction, web-design and responsiveness affected e-satisfaction, security. Finally, the results of our study indicated that security and privacy could impact on e-confidence but we did not find any meaningful relationship between responsiveness and e-confidence. The moral story is that the management team must put more efforts on protecting buyer and seller's data security and they must increase security of their systems. A timely response could help customers increase their confidence while a fast delivery system plays an important role on customer satisfaction.
